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中文摘要 
旅游观光业是以人为本的第三产业，通过人际接触与服务的方式进行交流，
进而达成消费者与提供服务的经营者双方都获得彼此所需。由于科技的发展与进
步，智能科技与互联网的普及，旅游观光业大量使用先进科学技术替代过往，提
供了新的服务方式。有助于快速服务与降低人员成本，但同时失去过往人际交际
才能培养出的浓厚感情与忠诚度等其他利益。面对这问题状况，科技服务的提供
在旅游观光业到底是利大于弊，亦或是弊大于利，是个令人值得探讨的状况。 
其中，服务接触的概念是指提供服务的店家通过媒介将服务传递给消费者的
方式；关系利益则是以消费者观点，了解在消费的过程当中，消费者从交易中获
关系中获得的利益，例如折扣等；顾客自发行为则是阐述经由服务接触与关系利
益之后，顾客自愿展现的行为举止，如重购或口碑传播等行为；目前，科技的应
用在服务业中已经相对广泛，对此，在社会交换理论视角之下，影响关系利益的
结果又是如何？这本文主要探讨的核心问题。 
本研究探讨旅游观光领域中，在不同的服务接触方式对于关系利益与顾客自
发行为三者之间的关系，以中华文化为背景，研究了解服务接触、关系利益与顾
客自发行为是否会因为背景核心概念不一样，而有不同的结果。本文以两岸餐厅
为调查范围，主要调查对象为餐厅消费者，在两岸问卷发放共 800 份，有效问卷
为 632 份，回收率为 79%，使用 SPSS 20.0 与 MPLUS 7.0 软件进行因素分析、
信度分析、结构方程模式与变异数分析，并采用高阶因素结构模型与假设验证。 
结果显示完全中介状况，亦即服务接触需通过关系利益才能影响顾客自发行
为，此结果与过往研究不同，推论是因为行业类别与需求理论影响所致。此外，
本研究探讨和整理出服务接触内涵与定义，并比较东西方关系利益的产生方式，
进而得出与过往研究不同的关系利益变量，顾客自发行为则是厘清了与其他类似
的相关研究名词，予以正名，最后，利用双因子变异数分析在不同的背景和地区
的变量，在服务接触、关系利益与顾客自发行为变量都有显著差异，显示两岸地
区在三者认同上有所差异。 
 
关键词： 服务接触、关系利益、顾客自发行为、中华文化、二阶结构方程模式
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Abstract 
The last two decades have seen growing importance placed on research in the 
Relationship Marketing, and there has been a shift in attention from a focus on 
Interpersonal contact service to an emphasis on determining Self-Service technology 
or technology-based service. Furthermore, with the increasing usage of 
technology-based service and loyalty behaviors requirements for Service Encounter 
(SE), Relational Benefit (RB) and Customer Voluntary Performance (CVP) have 
become more critical. As this review has shown, most Service Encounter research on 
the extent on which SEM is beneficial to retailing and banking have been undertaken, 
and less in tourism industry study.  
There is considerable disagreement among researchers about the extent and 
nature of the Service Encounter and the Relational Benefit. A number of studies have 
shown differences in Relational Benefit across different cultural groups. On the whole 
there has been relatively little progress in different cultural (Chinese Cultural) until 
recently. There is no research evidence to support a causal relationship between the 
Service Encounter and the Customer Voluntary Performance. While there is a strong 
assumption of a link between the Service Encounter and the Customer Voluntary 
Performance, little empirical evidence has been found to establish a direct relationship 
between the two variables. The central purpose of this study was to investigate the 
condition of customers accepted technology-based service. A secondary purpose of 
this study was to explore the consequence of the Relational Benefit in Chinese 
culture. The final purpose was to discuss about the relationship the Service 
Encounter, Relational Benefit and Customer Voluntary Performance. The research 
centers on an empirical study involving consumers from the Cross Strait region 
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Restaurant. The analysis used the SPSS 20.0 and MPLUS 7.0 statistical 
software package. First, descriptive statistical were computed. Next, reliability 
as a measure of internal consistency was calculated, and then SEM of SE, RB 
and CVP, and to address those issue, multivariate analyses were also conducted, 
and the effective sample size was 632. 
Clearly, the findings indicate that the SE has a positive effect on the RB, 
the RB had a positive effect on the CVP, but it is not significance in the SE on 
the CVP; the High-Order factor structural equation modeling is showing full 
mediation of RB between in SE and CVP. And the study also fight out the 
difference concept of Chinese and Western culture. The ANOVA summary for 
these data indicates that there were not at all statistically significant main or 
interaction effects. This conclusion needs to be treated with caution, however. 
Perhaps future research could examine the interaction between SE and CVP. 
 
 
 
Keywords: Service Encounter, Relational Benefit, Customer Voluntary Performance,      
          Chinese culture, High-Order Factor Structural·Equation·Modeling 
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